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Myra Widyadhari, NRP. 1423017009. ANALISIS ISI PESAN KAMPANYE 
KECANTIKAN #SHOWUS MELALUI AKUN INSTAGRAM DOVE GLOBAL 
 
Penelitian ini melihat bagaimana isi pesan kampanye kecantikan #ShowUs yang 
dilakukan oleh Dove di akun Instagramnya. Penelitian ini dilakukan karena Dove 
merupakan satu-satunya perusahaan dengan produk daily care yang melakukan 
kampanye public relations mengenai kecantikan di media sosial. Analisis dalam 
penelitian ini menggunakan teori isi pesan dan standar kecantikan, serta menggunakan 
pendekatan kuantitatif dengan metode analisis isi. Subjek dalam penelitian ini adalah 
akun Instagram @dove dan objek penelitiannya yaitu isi pesan kampanye #ShowUs 
dengan jumlah populasi dan sampel sebanyak 45 unggahan.  Secara garis besar, isi 
pesan kampanye kecantikan #ShowUs menggunakan sisi pesan (messages sidedness) 
one-sided, dengan order of presentation yang didominasi oleh anticlimax, primacy, 
dan kesimpulan eksplisit. Daya tarik pesan yang digunakan oleh Dove dalam isi pesan 
kampanye kecantikan #ShowUs adalah emtional appeal. 
 







Myra Widyadhari, NRP. 1423017009. CONTENT ANALYSIS OF #SHOWUS BEAUTY 
CAMPAIGN THROUGH DOVE GLOBAL’S INSTAGRAM 
 
This research looks at how the contents of #ShowUs beauty campaign that is done by 
Dove through their Instagram’s account are. This research happened because Dove is 
the only company that produce daily care products who started public relations 
campaigns about beauty in social media. The analysis in this research uses the theories 
of content and beauty standards, as well as quantitative approach with content analysis 
method. The subject of this research is the Instagram account @dove, and the object 
of this research is the content of #ShowUs beauty campaign with a total of 45 posts as 
both population and samples. The contents of #ShowUs beauty campaign mainly use 
one-sided messages sidedness, with the order of presentation dominated by anticlimax, 
primacy, and explicit conclusions. The message appeal used in the content of the 
#ShowUs beauty campaign is emotional appeal. 
 
Keywords: Content Analysis, Public Relations Campaign, Dove, Instagram 
 
